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Abstract
In recent years, festivals have become an essential part of summer activities for many members of Generation Z. Programs that 
last several days also mean significant financial burden for young people, so they gather information from multiple sources before 
decision-making. The purpose of the study is to examine which information sources – especially social media – and which motivations 
have become significant in the context of festival tourism's decision process.
An online survey was conducted as part of and exploratory research over four consecutive years dealing with the use of information 
sources and the importance of the music festivals' characteristics targeting the Hungarian Generation Z attendees of festivals. Besides 
the descriptive statistics cluster analysis and ANOVA tables were used.
It can be emphasized that in the case of festival tourism, the influence and usage of social media, relying on the opinions of 
acquaintances and friends is much more significant in the decision-making phase than in the case of traditional tourism. The program 
and the leading performers are not the only important factors, but meeting friends, the atmosphere of the festival, and reasonable 
value for money are also significant. Three groups of users could be identified: those who are mainly browsing official websites and 
search engines, those who try to make decisions based on earlier experiences, and those who are also looking at social media sites 
and digest several types of content to make the decision. Organisers of festivals should understand the differences among these 
groups to create better communication strategies.
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1 Introduction
The importance of the Internet has grown significantly 
during the last decade in the field of tourism (Confente 
and Vigolo, 2018; Navío-Marco et al., 2018). During the 
last few years, the Internet also became a valuable infor-
mation source not just in the pre-trip planning phase but 
also during the trip and for sharing information after the 
trip (Kang et al., 2019). Using social media platforms also 
became a significant source for information gathering, and 
smartphones as devices to browse the Internet can influ-
ence the travel decisions of many people (Wang et al., 2016; 
Xiang and Gretzel, 2010). Both younger and older genera-
tions use different types of websites and their smartphone 
to find information before and during traveling. Literature 
also suggests that different generations use online plat-
forms in different ways and also have different behaviour 
in tourism (Kim et al., 2015; Yoo and Gretzel, 2009).
The number of festivals aiming at tourists and also 
locals has been increasing during the last few years, and 
these have become an essential factor in tourism (Ásványi 
et al., 2019; Hinek and Kulcsár, 2019). These tourist 
attractions can offer an extraordinary experience not 
only for tourists but locals also (Pomucz and Csete, 2015). 
Local festivals and the most important Hungarian music 
festivals are also frequent destinations for the members 
of Generation Z (Kántor, 2019; Székely and Szabó, 2017). 
These are not just frequently visited festivals, but young-
sters also say that among others, music and gastron-
omy festivals are famous tourist attractions of Hungary 
(Süli et al., 2019).
In this research paper, the focus is on festival tourism 
and Generation Z, the most important visitors of music 
festivals (Vági, 2009). We deal with the first phase of 
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tourism, the pre-trip phase (Choe et al., 2017), when poten-
tial travelers gather information and make decisions.
To understand this phase of Generation Z's festival 
tourism three research questions were formed: 
1. Is there a difference between regular tourism (like 
city breaks) and festival tourism in respect of infor-
mation gathering from social media? Which are the 
most important platforms and sources?
2. What are the most critical decision factors for the 
visitors of a festival? 
3. Can we form groups of visitors based on the infor-
mation gathering preferences?
Besides the literature review, the results of a quantita-
tive survey are also presented. The survey was conducted 
for four consecutive years (from 2016 to 2019).
2 Literature review
2.1 Information gathering of younger generations 
in tourism
In this research paper, we focus on the needs of 
Generation Z, also called the N-generation (net gener-
ation), which generation was defined among others by 
Prensky (2001). Generation Z, consisting of those who 
were born between 1995 and 2010, is a more online than 
offline generation. This generation is characterised by the 
fact that they started to use the Internet and computers 
during the era of Web 2.0 (Pál, 2013).
Törőcsik (2011) points out that the communication atti-
tudes and media repertoire of different generations differ 
significantly. For younger people, social media and online 
two-way communication are much more important than 
for older people. Members of this generation are seeking 
and using applications that, besides providing information, 
also supports the creation of information (Hack-Handa 
and Pintér, 2015). Thus, the members can have a constant 
two-way communication connection between each other 
(Nagy and Fazekas, 2016). Hardey (2011) proposes a non-
age-related, but rather behaviour-related generation classi-
fication using the letter C, that stands mainly for content 
creation, but is supported by additional C's like creativity, 
casual collapse, control and celebrity. Being a member of 
Generation C can also mean being a member of Generation 
Z too, as literature suggests that Generation Z also engages 
in several content creating activities (Törőcsik et al., 2014). 
According to the Eurobarometer 2015 survey about the 
most popular online activities, 86 % of the group of 15–24 
aged youngsters like to use the community based social 
networking sites that offer content creation. This is a much 
higher proportion than the general 60 % percent concern-
ing the same activity for the "older than 15 years" group in 
the survey (Nagy and Fazekas, 2016). Törőcsik et al. (2014) 
emphasize that the members of Generation Z together form 
a global generation, according to which the tools, plat-
forms, devices they use, such as communication solutions, 
are the same regardless of the countries they are from.
It is hard to show overall results of the usage of infor-
mation channels for travelling purposes. According to 
Choi et al. (2012) it can depend on the destination, the 
purpose, the timing of the trip and the travel product too. 
They investigated that travellers use different types of 
sources before and after the decision about the destina-
tion. In addition, significant differences could be shown 
in respect of different lengths of stay, numbers of compan-
ions and visiting experiences. Kim et al. (2015) show that 
although the Internet is an essential source for all gener-
ations that they examined (from silent generation – born 
before 1945, to generation Y – born between 1981 and 
1995), there are significant differences among the genera-
tions based on which type of websites they search for and 
which online activities they do. They also show that pre-
vious travel experience is less important for the younger 
ones. Personal blogs, consumer-generated content, photo 
or video sharing sites and social network sites are much 
more important for younger generations in tourism deci-
sion making than for the older ones. From social media 
sites, only the special interest and online community sites 
(like TripAdvisor) have more or less the same importance 
for all generations. Xiang et al. (2015) show that from 
2007 till 2012 the most significant increase was detected 
in the case of reading other travellers' comments and posts 
(13.4 %) and watching videos (15 %). Also, a relevant 
increase was observed in the case of using social network 
sites (13 %) and photo and video sharing sites (8 %).
Nemec Rudež and Vodeb (2015) tried to understand 
Croatian students' information search on social media for a 
trip. They found that before the trip, social media usage has 
two goals: searching for opinions and gathering information 
for comparison. During the trip, sociability appears besides 
searching for information; after the trip, sociability is the 
only important factor. Zavodna and Zavodny Pospisil (2018) 
conducted the same survey for Czech students and found 
that more than half of the students use social media, mainly 
for getting others' opinions. According to them, the most 
important social media platforms are Facebook (82 %), 
Instagram (54 %) and YouTube (35 %).
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Süli and Martyin-Csamangó (2017) for Hungarian young-
sters found that Facebook, Instagram, Google and Snapchat 
were the most important platforms in the case of two local 
music festivals. They also found that Facebook, Instagram 
and Snapchat were the most frequently used platforms to 
share their experiences at the festivals. Kim et al.'s (2015) 
statistics also showed that reading blogs, using live chat and 
watching videos are relevant activities for the younger ones.
To understand the importance of social media and 
tourism, Kang and Schuett (2013) say these are both 
socially constructed, and sharing is a keyword for both. 
Huang et al. (2017) found the use of smart tourism plat-
forms (like social media sites) both in case of exploration 
and exploitation can enhance the travel experience and 
overall transaction satisfaction. The motivation for using 
a social media channel can be, for example, a felt need for 
social interactions, community development and self-ex-
pression too (Munar and Jacobsen, 2014). The use of a 
smartphone today has become the tool for finding out-
standing experiences and for achieving self-actualisation 
and self-expression (Lai and Katz, 2012), and these aims 
can be realised through social media platforms.
Choe et al. (2017) discuss that users of the Internet cre-
ate their own media repertoire and use it in different pat-
terns during the pre-, on- and post-trip phases. They focus 
on social media which is categorized into travel reviews 
(like TripAdvisor), social networking (like Facebook), 
photo and video sharing (like Instagram feed, YouTube), 
microblogs (like Twitter or Instagram Story, Snapchat), 
personal blogs and special interest communities (forums 
and bulletin boards). They also investigated the change of 
behaviour from pre-trip to on-trip and from the on-trip to 
post-trip phase. The majority of the active social media 
users in pre-trip became non-users and a few of them 
became socialisers during the trip. After the trip, the 
majority of non-users remained non-users, but some of 
them became socialisers too.
Evans (2008) connects the so-called post-purchase 
phase (which can be interpreted as the on-trip and post-
trip phase in the case of tourism) to the information gath-
ering and decision-making part of the customer journey 
through social media. He says that users (visitors in this 
case) form an opinion and talk about them. This social 
media feedback cycle has important effects on another 
customers' consideration. Lecinski (2011) created the 
model called Zero moment of truth, which emphasizes 
the same feedback cycle. He shows that after the stimu-
lus, consumers immediately start to gather information 
mainly through their smart devices and using social media 
platforms. This also shows the increasing importance of 
the opinions of other consumers. This means that social-
isers, and transforming people into socialisers during the 
post-trip phase (Choe et al., 2017) can be a relevant target 
for the organisers. Semrad and Rivera (2018) – focusing 
on festivals in their research – found that creating a bet-
ter overall festival experience – based on several experi-
ence factors together – has a significant effect on the users' 
post-trip behaviour, like sharing experiences, starting the 
electronic Word-of-Mouth.
Confente and Vigolo (2018) created two models to 
understand the most critical factors in online booking 
before traveling. Although the experience of previous 
online purchases is vital for everyone, there are signifi-
cant differences among the cohorts for online word-of-
mouth that can be spread through social media: despite 
being essential for each generation, the standardised beta 
value in hierarchical regression was significantly differ-
ent. The highest value was for Generation Y and lowest for 
the Silent Generation.
Kang et al. (2019) showed differences in the charac-
teristics of consumers between those who used smart-
phones and who did not use smartphones (although they 
had one) for travel-related information search before a trip. 
Significant differences were discovered in age, income, 
employment and education too. Kang et al. (2019) also 
dealt with the differences in information types that are 
searched for before and during a trip. Since smartphones 
are important devices for on-trip information gathering, 
their statistics relating to during-the-trip information cate-
gories are relevant. More than one-third of the sample said 
that they search for activities, restaurants, attractions and 
destinations before and during the trip too.
2.2 The importance of music festivals in Hungary
The aim of events is enchasing the mood of the people, 
providing experience and letting them escape from their 
everyday life (Harsányi, 2013:pp.300–301). To define 
touristic events, the most important factors are that these 
are pre-organised, temporarily available, have a pur-
pose as such, and a specific aim and place (Fazekas and 
Harsányi, 2011). Getz (2008) and Morgan (2008) mean-
while provide several, quite similar definitions of events 
in tourism. The most important factors are: these events 
emerge with a good idea, they have a cultural basis, and 
events are carefully designed experiences where people get 
together, and these have a particular duration and concept.
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Festival tourism is an increasingly popular feature of 
event tourism. Festival tourism happens when people travel 
to a destination at the time of the festival to visit at least some 
of the events (O'Sullivan and Jackson, 2002). There are 
different types of festivals, but in many cases, a festival 
can belong to several categories and can include numer-
ous types of cultural-artistic events (Hunyadi et al., 2006). 
According to the Hungarian Festival Organization festi-
vals have cultural, artistic, gastronomic, sports or other 
themes, and these have educational, entertaining or recre-
ational purposes, providing also a community experience 
(Ásványi et al., 2019). Jászberényi et al. (2016) describe the 
festivals as usually a secondary attraction of the destination 
because they can enhance the consumer's perceived value, 
but usually the visitors choose a destination not because 
of the festival itself. Nevertheless, a festival - especially 
music festivals - for younger generations can also func-
tion as a primary attraction. This type of event encourages 
tourists to consume more and more, stay longer at the des-
tination, meaning the events "strengthen the attractiveness 
of tourist destinations" (Husz, 2012:p.94). 
In Hungary, the most important and most popular 
music festivals are Sziget Festival, VOLT, Balaton Sound, 
EFOTT and Strand. These names have also become trade-
marks of Hungarian festival tourism (Magyar Turisztikai 
Ügynökség, 2017). Süli et al. (2019) asked Hungarian mem-
bers of Generation Z about the most important touristic 
features of Hungary: music and gastronomy festivals were 
frequently mentioned. There are several literature sources 
which have analyzed the habits of Hungarian youngsters 
about their music festival attendance and can be used to 
define the target population of a questionnaire about music 
festivals in Hungary (Deli-Gray, 2010; Kovács, 2009a; 
2009b; Rátz, 2012; Sija and Schauermann, 2009). The tar-
get population for the quantitative research in this paper 
was also based on these resources.
Rátz (2012:p.38) outlines the results of a survey that 
observes the experience elements as motivating factors for 
choosing Sziget Festival in the consumer decision-mak-
ing process. According to the results, concerts and music 
received the highest score on a 5-point scale (4.51), it is 
closely followed by being with friends (4.47). Partying at 
the festival can also be an important factor (4.26), and curi-
osity (3.99) and cultural programs (3.19) also appeared for 
several visitors. In 2010, the least motivating factor was 
getting to know new people, acquiring new friends (2.86) 
and the influence of family members and friends (2.62). 
Similar to these results, Sija and Schauermann (2009) 
show that participating in a party is the most essential fac-
tor for music festival visitors (83.6 %), the second one is 
the specific artists playing at the festival (54.2 %). Getting 
to know new people (35.1 %), further cultural programmes 
(28.4 %) and friends also being there (25.1 %) are also sig-
nificant motivating factors for choosing a music festival.
According to Sija and Schauermanns's (2009) survey of 
15–25-year-olds: 56 % had already attended a festival during 
the summer. 22 % of young people attend festivals regu-
larly, which means that they go to an event every summer. 
It can be summarized that 1/3 of the Hungarian audience of 
Sziget Festival was under 20 years old, 3 out of 10 visitors 
were 20–24 years old, and less than 20 % of the visitors are 
aged 29 and over. In the case of foreigners, the proportion 
of people over 29 is even lower (15 %), although visitors 
less than 20 years old alsorepresent under 20 % of the over-
all audience (Kovács, 2009b). 60 % of Hungarian visitors 
come from the capital and another 13.4 % from Pest County. 
55.6 % of the visitors are full-time students; every second 
visitor attends university or college (Kovács, 2009b).
3 Methodology
Based on the results of previous researches by the authors, 
a questionnaire survey had been designed in 2016 and 
redesigned in 2019 to collect information about the factors 
of experience for Generation Z regarding tourism gener-
ally, festival tourism in particular and finally, specific fes-
tivals in Hungary. Information about different topics con-
cerning tourism and festival tourism was included during 
the period of these years. Based on the literature review, 
several different questions were created to measure the 
importance of information sources and motivation factors: 
1. In one multiple choice question, the visitors of the 
festivals had to indicate which channels (espe-
cially social media platforms) they used for infor-
mation gathering and the decision-making process. 
This question type was asked for classical tourism 
and festival tourism too. It was included in the sur-
vey in every year without any change.
2. With semantic scale questions, the visitors had to show 
the importance too of the channels that they selected in 
the previous questions. The subquestions were filtered 
here based on the answers for question type a.
3. Using semantic scale questions, visitors had to show 
the importance of different factors and features 
of the festivals in the decision process. It was also 
included in the survey without any change during the 
period of years.
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The questionnaire was conducted four times: in the 
autumn of 2016, 2017, 2018 and 2019 (question type b 
only in 2019). The target population was the members of 
Generation Z (only over 18 years and under 25 years) who 
live in Hungary and attended at least one music festival 
in the same year that the survey was conducted (used as a 
filtering question for festivals, but not for questions about 
tourism in general). Defining the target population this way 
made it possible to collect relevant answers concerning 
festival experiences each year and also allowed investiga-
tion of some trends and tendencies discernible during the 
years (Kim et al., 2015). A snowball sampling method was 
used to collect answers. Sampling was based on a homo-
geneous group, where members of Generation Z – mainly 
university students from Budapest and major Hungarian 
cities - were asked to participate through online mailing 
lists of universities and Facebook Groups.
During the sampling period in 2016 738, in 2017 572, 
in 2018 844, and in 2019 572 valuable answers were received 
and analysed. For defining valuable answers, those who did 
not attended a festival in the same year were filtered out. 
The online survey system also saved data about the timing 
of when the questions were answered; this information was 
also used for filtering out unreliable answers. The demo-
graphic data of the filtered samples can be seen in Table 1.
The statistical evaluation was made with IBM SPSS 
v26 based on Sajtos and Mitev (2007). Besides descriptive 
statistics, ANOVA tables were used for comparing means 
and hierarchical cluster analysis was also conducted. 
For creating the clusters, the answers from question type b 
were recoded into dummy variables (Sajtos and Mitev, 
2007:p.293). Two dummy variables were created for each 
information source type in the questionnaire. These two 
variables can have four different states: not used by the 
user, less important (1 or 2 from the semantic scale of 
importance), mildly important (3 to 5 from the semantic 
scale) and very important (6 or 7 from the semantic scale). 
Two-step clustering was conducted using hierarchical 
clustering methods: the first step was performed for filter-
ing the outliers, and the second step used Ward's method 
to create the final clusters. By using this method, two to 
four clusters were created and analysed with ANOVA 
tables. Based on the scree diagram and the agglomera-
tion schedule, it was decided to make use of three clusters 
(Hair et al., 2014; Sajtos and Mitev, 2007).
4 Results
Fig. 1 shows the tendencies of usage of different online plat-
forms during information gathering in the case of music 
festivals. Although earlier studies (such as Kim et al., 2015; 
Xiang et al., 2015) showed the increasing importance 
of social networks from 2007 until 2012, based on the 
samples of the last few years, it seems that their impor-
tance is decreasing. Social networking sites mean mainly 
Facebook in Hungary and based on the general statistics 
of usage, members of Generation Z are rather using other 
types of social media applications (Lévai, 2018). This can 
explain the decreasing popularity of social network sites 
for Generation Z. Although video sharing sites (as part of 
the social media) are also quite popular, these have a slight 
decrease in frequency of usage too. Based on the results of 
the last four years in the case of photo sharing sites signif-
icant differences can be found, but tendencies can not be 
presented as it is fluctuating. These statistics are based on 
the whole sample; further is, however, possible for differ-
ent segments as cluster analysis was also conducted.
In addition, it can be noticed that earlier experiences of 
the visitor are almost as meaningful as the experiences of 
friends and acquaintances. The frequency of both sources 
changed only slightly during these years. Official webpages 
are quite frequently used in every year and online search 
engines also had an increase in information gathering. 
This also means that the development and analysis of these 
websites (for example, in the case of search engine optimisa-
tion, as we can see online search engines are also frequently 
used) are essential questions (Bóta, 2009) for festival orga-
nizers. The increasing and decreasing usage of the other 
sources are also important information for the organisers.
Table 1 The demographic data of the four sampling period
Year: 2016 2017 2018 2019
Sex
Male 45.6 % 50.9 % 68.7 % 54.3 %
Female 54.4 % 49.1 % 31.3 % 45.7 %
Age
18 17.4 % 11.0 % 7.5 % 12.6 %
19 36.8 % 33.6 % 21.0 % 28.6 %
20 24.0 % 35.0 % 30.0 % 24.1 %
21 10.0 % 8.9 % 24.8 % 18.6 %
22 6.1 % 6.8 % 10.8 % 8.5 %
23 3.0 % 2.8 % 3.5 % 3.3 %
24 1.8 % 1.4 % 1.3 % 2.5 %
25 1.0 % 0.5 % 1.1 % 1.8 %
Residency
Capital 
city 48.3 % 47.7 % 43.5 % 48.2 %
City 16.2 % 12.9 % 14.6 % 15.8 %
Town 26.5 % 28.1 % 28.6 % 24.4 %
Village 9.0 % 10.5 % 13.3 % 11.6 %
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Differences between conventional travelling and vis-
iting a festival were investigated, since the same multi-
ple-choice questions (type a) were asked about classical 
trip planning (like city breaks, summer holidays) too. 
Fig. 2 shows the frequency of usage of the different plat-
forms and sources in connection with both conventional 
travelling and visiting a festival.
Using the official webpages of the destination or the 
festival are both among the most frequently used sources 
for information gathering. Online search engines are used 
less in the case of festivals. That can be because informa-
tion about a music festival is much concentrated on the 
Internet, and travellers do not have to collect information 
about several sights or places, for example. As in the lit-
erature review it was mentioned (Kim et al., 2015), earlier 
experiences are less significant for younger generations in 
tourism, but in the case of festivals, based on the sample, 
it looks like this factor has a higher relevance. Although it 
can be seen that social network sites' importance is decreas-
ing (Fig. 1), it is still much higher for festival tourism than 
in the case of trip planning. Interactive, user-generated 
content-based sites like TripAdvisor are the category of 
virtual communities. Not so many virtual community 
sites are available in the case of festivals, music festivals; 
Fig. 1 The trends of the most important sources and platform for information gathering in the case of music festivals (2016 to 2019)
Fig. 2 Differences for travelling and choosing a music festival in the case of information gathering platforms (2019)
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these communities are mainly, for example, Facebook 
Groups functioning as bulletin boards. Creating websites 
for virtual festival communities could be a great opportu-
nity for festival organisers, as these can collect data and 
feedback from festival visitors all over the world and can 
help users collect loads of information. These communi-
ties are created not just because it collects user-generated 
content but also to be a smarter alternative of general web 
searching pages. As search is less frequently used and 
less important (Fig. 3 and explanation later) in the case 
of music festivals, this function of virtual communities is 
not so required. However, some researchers suggest that 
feeling part of the community helps encourage tourists to 
share experiences (Drengner et al., 2012; Kazár, 2016), so 
these virtual community sites can help travellers to share 
experiences and provide the feedback loop suggested by 
Evans (2008) and Lecinski (2011). Also, collaborative 
projects like Wikipedia are not frequently used for infor-
mation gathering in the case of a festival. Professional 
and private blogs (although there are a few of them deal-
ing with musicians and music festivals) are not significant 
either for generation Z when they choose a music festival. 
Video and photo sharing sites are used with almost the 
same frequency in both cases.
Survey participants were also asked to rate the impor-
tance ofevery platform and source when the user marked 
them as a having been used during the information gath-
ering process (question type b). Fig. 3 shows the results of 
the question about perceived importance in the case of the 
most frequently used information sources for decisions 
about festival tourism. As we can see, earlier experiences 
are really important for those who have them about previ-
ous festivals. Although social network sites are frequently 
used information sources, these are less important sources 
compared to photo sharing and mainly video sharing 
sites. Video sharing is less frequently used, but for those 
who use them, these are much more important than social 
network sites. There are many visitors who select a fes-
tival because of the atmosphere and the wish to attend 
good parties (Deli-Gray, 2010; Rátz, 2012). For these 
people, photos and especially videos can be significant 
sources that help them imagine the atmosphere and the 
parties of the festival. Also, we can see that experiences 
of friends and acquaintances are quite important in deci-
sion making. This result is consistent with Rátz's (2012), 
who shows that being with friends together is one of the 
most important reasons (besides the high value – price 
ratio and the performing musicians) to select a festival. 
This can be connected to the importance of friends' opin-
ions during the decision process.
To understand the most important motivating factors 
that users base their festival decisions on, the importance 
of eleven factors were collected in the survey based on the 
earlier results shown in the literature review (Rátz, 2012; 
Sija and Schauermann, 2009). Fig. 4 shows the average val-
ues compared to each other in the same year as the relative 
importance of each factor. Based on the results of the last 
four years, the decision factors could be divided into three 
categories (see the blue rectangles in Fig. 4). Those that 
had more than 50 % in relative importance every year are 
the high ratio of value and price, the atmosphere of the 
festival, specific artists and musicians, and being together 
with friends. As can be seen, the most important factor was 
the presence of friends each year. The atmosphere and the 
presence of friends can offer a guarantee of a good experi-
ence, so this can be an explanation as to why a lot of visi-
tors of music festivals buy their ticket before the organizer 
announces the leading artists and the detailed programme.
Fig. 3 Differences between importance, relative importance and frequency of usage in the case of music festivals
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Parties, infrastructure, the visitors' curiosity and fame of 
the festival were also mentioned several times as important 
factors. Their relative importance is between 30 to 50 % 
every year. User generated content in social media (like 
party pictures, videos, and previously shared experiences) 
can provide valuable information about the atmosphere 
(one of the most important factors), the parties, the infra-
structure and also can enhance curiosity towards a festival. 
This can explain the importance and the usage frequency 
of social media networks, photo and video sharing sites.
In the case of the leading Hungarian music festivals, the 
city or place where the festival is held is much less import-
ant for the visitors in the samples. This can also mean that 
a festival can help fewer stakeholders in the city and visitors 
are not intending to spend more time in the surrounding of 
the festival site. Getting to know new people and the fur-
ther programmes of the festival are also less important when 
visitors make a decision about a festival, although these 
can all enhance the experience when a visitor arrives there. 
Enhancing visitors' experience can also help prompt them to 
share posts on social media, thereby creating the feedback 
loop (Semrad and Rivera, 2018). These factors are not so 
important in the tourist decision-making process, but for the 
sake of achieving a more efficient feedback loop, these fes-
tivals should also aim to provide a great visitor experience.
Based on the ascribed importance of sixteen infor-
mation sources for both tourism in general and festival 
tourism in particular, three segments of the visitors were 
formed in the sample of 2019 by using hierarchical cluster 
analysis (see detailed methodology in Section 3). Using 
the scree diagram, agglomeration schedule and ANOVA 
tables together with a comparison of the ascribed levels of 
importance in the case of the sixteen information sources, 
it was decided to use three clusters, although two and four 
clusters were also created with the same method. Based on 
the most frequently used information sources, three dif-
ferent types of the sources were identified, and these three 
source types are closely connected to the three clusters of 
the visitors (one group of information sources is import-
ant only for one cluster, one group for two clusters and the 
third group is essential for each cluster). Fig. 5 shows the 
frequency of usage in the case of the three identified clus-
ters. According to the ANOVA table significant (p < 0.03 
for each case) differences can be seen for all of the cases. 
Altogether ten different online sources were available 
to mark in the survey. The number of sources that were 
marked was counted also. The differences among the three 
clusters' distributions was evaluated with crosstables and 
Chi-square test (p < 0.001). Fig. 6 also shows the relative 
importance of the sources to each other in the same group. 
Based on the results of Figs. 5 and 6 the three identified 
group were shortly explained and named:
1.  Browsers: Those who belong here (45 % of the 
sample) mainly gather information from the official 
websites and search for the information in search 
engines. These are not just the two mostly used but 
the two most important sources too for the most of 
them. Also, those who use rather offline than online 
Fig. 4 The motivating factors for choosing a music festival (relative value)
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information sources belong to this category. For them, 
earlier experiences and the experiences of others and 
also social media sites are not used or even if the use 
them these are much less relevant in the decision 
phase and information gathering. Based on these we 
can call them the users of Web 1.0. Compared to the 
facts written in the literature review the size of this 
group is quite significant. Further research should 
pay attention to  changes in the size of this group and 
to whether its members get transformed into  mem-
bers of the other two groups. The average number of 
online sources marked by the group members is 2.44 
(out of the ten available online sources).
2.  Experience collectors: Those who belong here (20 % 
of the sample) use not just the official websites and 
search engines, but also focus on the experiences of 
others and their earlier experiences. In fact, for them 
the relative importance of the official webpages, the 
search engine and the social media is not so high 
compared to the experiences that they can collect 
from others and their memory. The average number 
of online sources used by the members of this group 
(2.57) is not much higher than for the Browsers. 
This also shows that they are not using much more 
sources but rather focus on mainly experience 
and word-of-mouth. Collecting the experiences of 
friends and making a decision based on these can 
be an important factor as we could see (Fig. 4) that 
the prospect of being together with friends plays an 
important role when deciding which festival to visit. 
Members of this group also use less sources from 
offline marketing communication.
3.  Social media followers: Those who belong here 
(35 % of the sample) use social media sites also, not 
just the websites, search engines and experiences 
that they can collect. In terms of ascribed relative 
importance, we still can see that social media sites 
are not so important overall, but nevertheless when 
compared to the perceptions of the other two groups, 
these have much higher values. Still, experiences and 
Fig. 5 The frequency of source usage in the case of different groups
Fig. 6 The relative importance of source usage in the case of different groups
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official websites have quite significant importance. 
It looks as though the members of this group try to 
collect information from several places and they also 
try to balance the importance of these sources too. 
The average number of online sources used by them 
is significantly larger than for the other two groups 
(4.49) and they also sometimes use offline marketing 
communication sources, too. As has been shown ear-
lier, social networking sites and video sharing sites 
(used mainly by members of this group) experienced 
a decrease in use over the four-year period exam-
ined. This might also be explained bythe change in 
the size of this group, so further research should pay 
attention to this group's size as well.
5 Conclusions and managerial implications
Based on the results detailed in the previous section, 
some important managerial implications can be formed 
for the organizers of the festivals and also the stakehold-
ers in connection to the festivals and festival organizers. 
Although numbers of studies deal with the importance of 
social media in tourism and information gathering, there 
is a limited number of articles paying attention to events 
and festivals and focusing on the needs of Generation Z.
As the results of the primary quantitative research, 
social network sites, photo and video sharing sites can play 
a vital role in the case of music festivals for the members of 
Generation Z. However, the usage of social network sites 
and video sharing sites has been decreasing during the 
last few years, according to the samples of Generation Z. 
It is not clear what will happen in the future years because 
there is a significant number of people (the group of Social 
media followers) who use these sites intensively and try 
to give importance to them during their information-gath-
ering process. Furthermore, longitudinal research showed 
that generally the usage of social network sites and video 
sharing sites are decreasing. It is an important task for 
the festival organizers to maintain or increase the size of 
this group. Creating virtual community websites could be 
a powerful platform for them because they can collect a lot 
of several types of user-generated content, which could be 
accessed faster, and more easily from a single platform. 
Virtual communities – which are still not available in the 
case of music festivals – can represent blue ocean strat-
egies too for the organizers. Communities also help the 
organizers to gain more viral (earned) and user generated 
content (Csordás and Nyirő, 2013), which is usually con-
sidered more reliable by the users.
It is important that previous memories of the visitors 
and friends can have a significant impact on the deci-
sion-making process. These shared memories can be gath-
ered from social media platforms and can influence some 
of the important motivation factors for decisions relating to 
music festivals (atmosphere, fame, infrastructure, parties, 
curiosity). This part of information gathering is the most 
important for Experience collectors, but as we can see, 
they use social media less frequently, and these sources are 
less critical for them. Here the organizers have two pos-
sible strategies: on the one hand, they have to understand 
why these people do not use social media platforms when 
these are full of experiences of other people. On the other 
hand, these people should be notified about the high quality 
and quantity of user-generated content that can help them. 
The group of Browsers should be the hardest to convince 
to use social media. They are rather focusing on the classi-
cal, Web 1.0 modes of information gathering. Also, mem-
bers of all three groups should be convinced to share their 
experiences. That is how they can help others. This can 
be easier in the case of Social media followers, as Kang 
and Schuett (2013) found a moderately positive relationship 
between those who have been helped by others through 
social media to plan their travel and those who are more 
open to sharing their experiences after the trip and thus 
helping others. Not only should motivating users to share 
information be an important consideration when festival 
organizers plan their communication strategies, but they 
should also focus on how to lead users from their websites 
to social media sites and applications during the informa-
tion gathering process. As can be seen, official websites are 
important for members of all the three segments, so these 
websites should be at the centre of all communications, but 
they should also be redesigned with a view to suggesting 
that visitors use social media more frequently during the 
information gathering phase and the post-trip phase too.
6 Limitations and future plans
There are also some limitations to this study. Firstly, it 
is limited to the Hungarian attendants of music festivals 
from Hungary, so the findings cannot simply be gener-
alised to other festivals like gastronomy, folklore or clas-
sical music festivals. Further studies should be conducted 
on different types of festivals so that the results could be 
compared to each other.
Secondly, this study focuses on generation Z (the tar-
get market of Hungarian music festivals). However, for a 
detailed understanding of the decision-making process of 
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the visitors, more attention should be paid to other genera-
tions and the results obtained thereby should also be com-
pared to those presented here. Also, the preferences and 
motivations of the three groups should be examined in a 
more detailed way in order to permitthe creation of more 
efficient marketing communications. As was mentioned in 
the results section,  longitudinal research should be also 
conducted to permit a better understanding of the change 
in the size of the three identified groups.
Finally, this study mainly focuses on the pre-trip phase, 
but as could be seen from the literature review, social 
media applications are also important during the trip and 
in the post-trip phase too. As it is part of tourism, it can 
be interpreted as a service, so the service marketing mod-
els and tourism marketing models should be investigated, 
too. Also, other external factors like health issues, ter-
rorism, global political news, changes and threats can 
influence the decision-making process and change tour-
ists' approach towards information gathering. These, too, 
should be investigated in further studies.
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